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The essence of network economy is network externalities, which make the 
competition among companies and consumer manners present some new 
characteristics. This paper mainly discuss how to quicken the diffusion of innovation 
products by making appropriate diffusion strategies. 
This paper has proved that network externalities have strengthened the necessity 
of making diffusion strategies for innovation products with network externalities. It 
has been proved that installed base play an important role in the decisions of 
consuming in markets with network externalities. In the markets with network 
externalities the first-mover advantages and the relative advantages of innovation 
products do not work as effectively as in the market without network externalities, so 
the paper put forward some diffusion strategies for innovation products with network 
externalities, such as mass targeting, preannouncement, penetration pricing, bundling 
and product sampling. 
The analysis suggests that targeting broadly can quickly expand the installed 
base and lock in the mass market for products characterized by network externalities; 
pre-announcing as the most crucial marketing strategies used in standard battles can 
be used to influence the consumers’ expectations and convince them that the product 
will become the dominant standard; using penetration pricing strategies can help the 
companies gain a faster takeoff of installed base; and the advantage of bundling 
strategy for products characterized by network externalities is to expand the installed 
base by increasing the extrinsic value of the product to any single in the network; 
finally,  product sampling does quicken the diffusion speed of diffusion. Especially, 
for the innovation products, the imitation coefficient will be influenced by product 
sampling and network externalities, which will then accelerate the diffusion process. 
 















第 1 章 引言 ..............................................................................................1 
1.1 问题背景 .........................................................................................................1 
1.2 研究问题的提出 .............................................................................................4 
1.3 论文结构 .........................................................................................................7 
第 2 章 相关理论综述 ..............................................................................9 
2.1 基本概念界定 .................................................................................................9 
2.2 网络外部性理论综述 ...................................................................................10 
2.3 产品创新理论综述 .......................................................................................13 
第 3 章 具有网络外部性的创新产品扩散策略分析 ............................23 
3.1 网络外部性对创新产品扩散的影响 ...........................................................24 
3.2 网络外部性创新产品市场扩散策略 ...........................................................29 
3.3 本章小结 .......................................................................................................34 
第 4 章 免费赠样策略分析 ....................................................................36 
4.1 免费赠样策略与创新产品扩散间的关系 ...................................................36 
4.2 网络外部性下免费赠样策略分析 ...............................................................38 
4.3 免费赠样水平的确定 ...................................................................................43 
4.4 本章小结 .......................................................................................................45 
第 5 章 结论 ............................................................................................47 
5.1 主要结论 .......................................................................................................47 



















  1.1 Background…………………………………………………………………….1 
1.2 Propound the Question………………………………………………………..4 
1.3 The Method and Framework of the Study…………………………………...7 
2. A Survey of the Innovation Product Diffusion and Network 
Externalities Theory…………………………………………………….9 
  2.1 Definitions……………………………………………………………………...9 
  2.2 A Survey of Network Externalities Theory…………………………………10 
2.3 A Survey of Innovation Product Diffusion Theory…………………………13 
3. The Diffusion Strategies of Innovation Products with Network 
Externalities…………………………………………………………23 
  3.1 The Influence of Network Externalities on the Diffusion of Innovation 
Products……………………………………………………………………….24 
  3.2 The Diffusion Strategies of Innovation Products with Network 
Externalities………………………………………………………………..29 
  3.3 Summary……………………………………………………………………...34 
4. The Product Sampling Problem of Innovation Product………….36 
  4.1 The Relationship between Product Sampling and the Diffusion of 
Innovation Products………………………………………………………...36 
  4.2 The Product Sampling Problem of Innovation Products with Network 
Externalities…………………………………………………………………38 
  4.3 Determination of the Amount of Product Sampling……………………....43 
  4.4 Summary……………………………………………………………………...45 
5. Conclusions………………………………………………………….47 































第 1 章 引言 
 1
第 1 章 引言 

























































1988-1997 年的 10 年间，西方七国在研发方面进行了较大的投资，经费的来
源及投向都发生了较大的变化，有两个明显特征：一是科技支出稳定在较高的水
平上。10 年中 R&D 支出占 GDP 的比例平均为 2.16％，而日、美、德、法四国
这一比例一直保持在 2.25％；二是从 R&D 经费的来源与使用来看，企业是各国
投资的主体。10 年中，西方七国 R&D 经费一半以上来自于企业。美国和德国
的 R&D 经费来源于企业的比例均在 60％以上，日本高达 70％以上。从 R&D 经


















































                                                        
① 资料来源：技术创新系统的国际比较，http://www.cec-ceda.org.cn/channel/qyzzcx/contents/1572.html，
2008-04-10. 
② 资料来源：企业自主创新须打开“三重门”， http://www.cec-ceda.org.cn/channel/qyzzcx/contents/3178.html， 
2008-04-10. 






















品取得成功的关键的影响因素之一。Cooper & Kleinschmidt (1986) 实证研究指出
在成功的和失败的创新产品之间，创新产品市场扩散策略有着明显的不同[1]。
Yoon & Lilien (1985) 发现率先创新产品长期的成功会随着市场扩散战略的专业













Rohlfs（2000）在其出版的论著 Bandwagon Effects in High-Technology 




















Rogers 在其 Diffusion of Innovation 中也专门对临界容量进行了有关论述，他认为
那些具有交互性的创新（产品），当其用户达到某一临界容量的时候，它的增长









































































































图 1.1 本文逻辑结构图 
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